The purpose of this study is to examine the relationship between belief factors, consumers' attitude, and consumers' behavioral intention toward print advertising. This study also explores the mediating role of attitude on the relationship between belief factors and consumers' behavioral intention. The six belief factors are product information, social role and image, hedonic/pleasure, irritation, personalization, and credibility. The study finds that product information, social role and image, hedonic/pleasure, irritation, and credibility have positive influences on consumers' attitude and behavioral intention. The results reveal that attitude has positive influence on consumers' behavioral intention. Moreover, the mediation analysis results indicate that the role of attitude mediating has been significant in product information, hedonic/pleasure, irritation, and credibility on behavioral intention. The target population for this study was those Malaysian people who have experience in searching for exposure to print advertising before. The respondents were classified according to their age, gender, race, occupation as well as their income levels. The questionnaires were distributed to the respondents through online survey and questionnaire tool, Google Form. Implication and recommendations for future studies are also discussed.
consequently causing the communication platforms to become more complicated (Malaysian Communications and Multimedia Commission, 2009 ). Consumers' beliefs and attitude toward advertising may evolve over time (Karson, McCloy, & Bonner, 2006) . Thus, it is significant to conduct more studies on the consumers' beliefs and attitude which could lead to behavioral intention of consumers, in the context of Malaysia. Not to forget, it is important to know what factors could influence consumers' attitude and behavioral intention toward advertising so that marketers can strategize their advertising designs.
Moreover, few research studies address the concerns of marketers on how to persuade users to be more receptive to advertising (Zeng et al., 2009) . Therefore, in this research, we study the factors influencing consumers' attitude and behavioral intention toward print advertising. We also want to know whether print advertising still has a place in the technology era. Among the factors are product information, social role and image, hedonic/pleasure, irritation, personalization and credibility.
The paper is organised as follows: First, there is a review on Theory of Reasoned Action (TRA) and Uses and Gratifications Theory (UGT). TRA was applied in this study because reasoned action is explicitly connected with behavior. Nevertheless, as it separates consumers' behavioral intention from behaviors, there are some circumstances that limit the attitude influence on behavior. As a consequence, this study explores the situation that limits the consumers' attitude on behavior. UGT was applied to understand why and how active people found certain media to fulfill their particular needs. Then, the next section discusses briefly the existing literature on consumers' attitude and behavioral intention toward print advertising. Then, variables of interest and proposed research model and the hypotheses to be tested are depicted. This is followed by a discussion of the study that was undertaken to test the hypotheses, with information provided on the participants, data collection, measures used, and testing of the model and hypotheses. The discussion of the results of the study follows, as does a discussion of the implications from a research and managerial perspective. The paper concludes with a discussion of the limitations of this study and some recommendations for future research.
Literature Review

Theory of Reasoned Action (TRA)
According to TRA by Fishbein and Ajzen (1975) , beliefs influence attitude which then shapes behavior. Fishbein and Ajzen (1975) emphasized that people are keen to perform a behavior based on their attitude. Good fit of TRA-based models will be dependent on action, object, context, and time correlations of attitude and intention (Fishbein and Ajzen, 1975) . Thus, prediction of an intention needs the measurement of attitude connected to that intention. Generally, attitude draws upon TRA model (Davis et al., 1989) and Ajzen (1991) explained that attitude is the positive or negative evaluation of an individual toward a particular object or behavior. Social psychologists categorized attitude into affective component, behavioral component, and cognitive component. Affective component can be known as how much an individual prefers the object of his thoughts whereas cognitive component can be defined as beliefs of an individual toward the object (Chaiken, 1987) . A study conducted by Chaiken (1987) shows that individual's have favorable positive affective and cognitive orientations toward print advertising.
Additionally, subjective norms about how to behave are considered as an attribute of behavioral intention. According to Fishbein and Ajzen (1975) , behavioral intentions are the best indicator of behavior. Fishbein and Ajzen (1975) stated that subjective norms are the perceived social pressure to enact or not to enact the target behavior, whereas behavioral intentions are explained as the perceived likelihood of performing the target behavior. Fishbein and Ajzen (2005) believed that change in behavior could be influenced by the successful modification of attributes or antecedents.
Uses and Gratifications Theory (UGT)
UGT is one of the most influential theories used to study mass media. According to UGT theory by Katz et al. (1974) , people will expose themselves to the medium or channels which are able to fulfill their needs and demands that motivate them to seek gratification of their particular needs in that medium or channels proactively. Katz et al. (1973; had developed general assumptions of Uses and Gratifications Theory. First, mass media used is goal directed since the audience is active. Audience member also influences the approach in connecting need gratification with media selection. Next, the mass media competes with other sources to fulfill the satisfaction needs of consumers. Lastly yet importantly, the gratifications sought from the media encompass entertainment and information. These attributes will change, based on the social roles and image of audience members.
In order to measure the effectiveness of advertising, consumers' beliefs and attitude toward advertising have to be taken into considerations (Mehta, 2000) . A study conducted by Wolin et al. (2002) indicated that some belief factors are positively related to the attitude toward advertising. Among the belief factors are product information, social role and image, and hedonic/pleasure. On the other hand, some belief factors like irritation are negatively related to attitude toward advertising. The results also showed that attitude toward advertising could affect the reported behavior toward advertising. Another study analyzed that personalization and credibility, which are the attributes of advertising, will influence consumers' attitude toward advertising (Xu et al., 2008) . Besides, a study by Wang and Sun (2010) showed that some belief factors could influence the attitude toward advertising, which can consequently have an impact on consumers' behavioral responses, such as paying attention to ads and purchasing.
In an early comparative study conducted by Sundar et al. (1998) , print advertisements are more likely to be noticed compared to the online ones. Shij and Piron (2002) also found that print advertising is more favorable due to the advertisers lack of confidence in online advertising. Nevertheless, Nysveen and Breivik (2005) concluded that there is no difference between print advertising and online advertising because consumers have more control with regard to processing print and online advertisements. Based on data from Wiesel et al. (2011) , online advertising generates 17 times more profit than print advertising. According to Waal et al. (2005) , internet is either a substitute or complement to traditional media. Thus, in this study, we will examine the consumers' attitude and behavioral intention toward print advertising.
In order to predict the attitude and behavioral intention toward print advertising, we developed a model based on the Theory of Reasoned Action (TRA) by Fishbein and Ajzen (1975) and Uses and Gratifications Theory (UGT) by Katz et al. (1974) .
Conceptual Model and Hypotheses
Product Information
Consumers always wish to have quick access to the information they want (Ling, Piew, 2010) . Mehta (2000) stated that product information in the advertisements could determine the advertisements' effectiveness in gaining consumers' positive attitude toward advertisements. Positive attitude toward advertisement could be formed by product information (Yaakop, Hemsley, & Gilbert, 2011) . Okazaki (2005) mentioned that informative aspect in advertisements affects consumers' attitude toward advertisements. Studies conducted by Haghirian and Madlberger (2005) proved that there is a significant relationship between product information and consumers' attitude toward advertising. Information-seeking factor is inter-related with consumers' attitude toward advertisements ). According to Ducoffe (1996) , consumers will have favorable perception and attitude toward print advertising if they perceive the advertising as an important source of information.
Research conducted by Schlosser et al. (1999) concluded that informative aspect in the advertisements could influence consumers' attitude toward advertising and lastly lead to their purchase behavioral intention. Besides, Scharl, Dickinger, and Murphy (2005) also argued that advertising-related information about products' features, prices, and offers that are relevant to the consumers will form positive attitude of the consumers toward advertisements. Information that is up-to-date also will lead to favorable attitude toward advertising among the consumers (Javid, Namin, & Noorai, 2012) . Ducoffe (1996) emphasized that favorable consumers' attitude on advertisements are relevant with product information's accessibility. Finally yet importantly, valuable information could lead to positive consumers' attitude that transfers incentives (Varshney, 2003) . The following hypothesis can be proposed:
H1: The product information belief factor has positive influence on attitude toward print advertising.
Social Role and Image
Social role and image will influence consumers to concentrate and focus more on advertisements (Wang & Wallendorf, 2006) . As a consequence, they will have more favorable attitude toward advertising (Osmonbekov, Gregory, Brown, & Xie, 2009) . Recently, Ting and de Run (2015) proved that there is positive relationship between social role and image and attitude toward advertising. According to Pollay and Mittal (1993) , advertising can lead to a materialistic society. Osmonbekov et al. (2009) supported the statement by Pollay and Mittal (1993) and explained that if consumers over exposed to advertisements, they will have materialistic attitude toward consumption. Advertisements that promote social role and image will lead to consumers' desires to possess material goods for show-off purpose (Abd Aziz & Ariffin, 2010) .
People who care about how other people look at them or are impressed by them will be keen to have favorable attitude toward advertising (Schlenker & Leary, 1982) . They wish to learn the latest fashions and trends so that they can portray a good image to others (Fitzmaurice & Comegys, 2006) . Chatterjee and Hunt (1996) also stated that people who are concerned about social image will learn fashions from the advertisements continuously because they think that other people will evaluate them based on their appearances and they wish they could impress others. Some people purchase branded goods to show their social status (Mullins, 1999) . Thus, they will have positive attitude toward advertising that promotes social role and image. The following hypothesis can be formulated:
H2:
The social role and image belief factor has positive influence on attitude toward print advertising.
Hedonic/Pleasure
When consumers are exposed to advertisements, affective emotions will be formed and then affect the consumers' attitude toward advertisements (D'Souza & Taghian, 2005) . Emotions and feelings conveyed by advertisements will influence consumers' attitude on advertisements and their judgments on the organizations' products and services (Edell & Burke, 1987) . Advertisements should contain fun and entertaining elements to attract consumers (Abd Aziz et al., 2008) and it would lead to consumers' favorable attitude toward advertisements (Shavitt, Lowrey, & Haefner, 1998) . Besides, contents of the advertisements that contain hedonic/pleasure elements are able to attract more consumers and are perceived favorable by the consumers (Abdul Azeem & Zia ul Haq, 2012) . Pleasure element is also a motivation to the consumers (O'Shaughnessy & Jackson O' Shaughnessy, 2002) as hedonic or pleasure element will lead to a positive mood of the consumers (Hoffman & Novak, 1996) . Griffin (2006) also surmised that the consumers will feel excited and surprised if they are exposed to something new or which they have never seen before. This can lead to their positive beliefs toward advertising. Harvey (2006) also agreed that consumers will concentrate more on the advertisements that they have never seen before. To form positive emotions toward advertisements, the marketers can add funny elements inside the advertisements as well (Sternthal & Craig; 1983) . This situation could increase the response rate of the advertisements (Tsang and Tse, 2005) . The hypothesis is shown below:
The hedonic/pleasure belief factor has positive influence on attitude toward print advertising.
Irritation
Irritation in advertising refers to being annoyed with the advertisements' messages. When consumers are exposed to advertisements, they might feel irritated and ignore the advertisements (Altuna & Konuk, 2009 ). Ducoffe (1996) also stated that irritation in advertising is related to undesirable and aggravated advertising. Irritation has been a significant problem in advertising. Due to irritation, consumers might choose not to be exposed to advertisements and have negative attitude toward advertising (Stewart & Pavlou, 2002) .
As consumers have control over some advertisements, they can decide what time and where they want to be exposed to the advertisements and what advertisements' contents they wish to be exposed to. As a consequence, if the consumers feel irritated with the advertisements' contents that they dislike, they can just ignore the advertisements (Carroll, Barnes, Scornavacca, & Fletcher, 2007) . Ducoffe (1996) also explained that with advertisements that apply annoy-and-offend techniques, consumers will have negative attitude toward advertisements. James and Kover (1992) also pointed out that there is negative relationship between irritation and attitude toward advertisements. Rettie (2001) and Tavor (2011) argued that print advertising is more annoying than online advertising but online advertising could influence the consumers' attitude toward advertisements negatively. Thus, irritation is believed to influence the consumers' attitude toward advertising (Bauer and Greyser, 1968) . The following hypothesis can be formulated:
The irritation belief factor has negative influence on attitude toward print advertising.
Personalization
According to Barkhus and Dey (2003) , personalization means customization of the advertisements' contents and messages to fulfill consumers' needs and wants. Basically, personalization could prevent or solve the issue of consumers' feeling of irritation or ignore the advertisements as they think that those advertisements are not related to them (Robins, 2003) . Thus, personalization might help marketers to gather a certain group of target consumers with certain needs and wants and consequently, show them the advertisements that match the consumers' demands to satisfy them. This could lead to their favorable attitude toward advertising (Yan et al., 2004) . Marketers could build strong relationships with consumers through personalization. In order to understand consumers well, marketers have to collect the consumers' personal information such as demographics, preferences, area and so on (Balasubramanian et al., 2002) . Then, they can display advertisements with personalized messages to that particular group of target consumers. Watson et al. (2000) also found that if advertisements meet consumers' preferred time and location, they tend to have positive attitude toward advertisements. The hypothesis is as below:
The personalization belief factor has positive influence on attitude toward print advertising.
Credibility
According to Haller (1974) , advertisements can be perceived as useful and believable. Abdul Azeem and Zia ul Haq (2012) found that credibility can lead to positive consumers' attitude toward advertising. Credibility of advertisements is interconnected with the organizations' trustworthiness and the person who delivers the advertising messages. (Goldsmith et al., 2000) . If consumers have favorable perception toward the organizations, they will be likely to have positive attitude toward advertising because they will perceive the organizations' products and services positively (Sallam, 2011) . Petty and Cacioppo (1986) stated that trustworthiness element in the advertisements' contents can increase the consumers' response rate toward advertising. Tsang, Ho, and Liang (2004) also agreed that credibility will affect consumers' attitude toward advertising.
Images displayed in advertisements can be more memorable than words (Chiders & Houston, 1984) . Consumers also tend to believe what the professionals and experts say (Chiu, 2008) . Believability is an important element to credibility (Adler & Rodman, 2000) . The consumers are likely to have positive attitude toward advertising if the advertisements are able to change consumers' existing beliefs to new beliefs on the products and services (Maloney, 1994) . The hypothesis proposed is shown below:
The credibility belief factor has positive influence on attitude toward print advertising.
Attitude and behavioral intention toward print advertising
According to Leigh and Gabel (1992) , consumers tend to have positive behavioral intention toward advertising when they perceive advertisements are reliable and entertaining. Consumers' attitude toward advertisements is the best indicator to determine consumers' behavioral intention . Some past studies also found that there is positive relationship between attitude toward advertising and behavioral intention among the consumers (Tsang et al., 2004) . Past research also proved that consumers who have positive attitude toward advertisements tend to be involved more in the advertisements and spend more time in responding to the information related in the advertisements (Mehta, 2000) . Those consumers who are convinced by the advertisements will have higher intention to purchase the products and services (Mehta, 2000) Interestingly, Pollay and Mittal (1993) depicted that consumers' attitude toward advertising will determine their preferences and liking toward the products and services. The consumers might shift their attitude from unfavorable to a favorable one when they feel pleasure from the advertisements (Shavitt et al., 1998) . Consumers' attitude toward advertising will form their desires on the advertised products and services (Bush, Smith, & Martin, 1999) . They will start to look for more information regarding the products and services, which finally leads to their behavioral intention. Positive attitude towards advertising will lead to purchase intention (Brown & Satyam, 1992) . Goldsmith and Lafferty (2002) also found that positive consumers' attitude will lead to brand recall which will then influence their behavioral intention (Jacoby, Szybillo, & Busato-Schach, 1977) . Advertisements are able to provide useful and important information to consumers and finally influence their attitude (Kola & Akinyele, 2010) . In a nutshell, attitude change in consumers, especially from unfavorable attitude to favorable attitude, will lead consumers to behavioral intention, such as intention to purchase the products and services. Thus, the hypothesis is: 
Method
Participants
The target population for this study was those Malaysians who have experience in searching for or exposure to print advertising before. The respondents were classified according to their ages, genders, races, occupations, as well as their income levels. In this study, questionnaires were distributed to the respondents through online survey and questionnaire tool, Google Form. The questionnaires were distributed to the respondents during the second week of June and compiled in the second week of July 2017. The respondents were from different states in Malaysia, Kuala Lumpur, Penang, Sabah, Sarawak, Perak, etc. A total of 250 questionnaires were distributed. However, only 215 questionnaires were returned. Out of these 215 responses, 15 questionnaires were not usable due to failure of the respondents to provide answers for some of the questions.
Approximately 70.5% (141) of the respondents were in the age range of 18-29, 27% or (54) in the age range of 30-39 and another 1.5% (3) in the age range of 40-49. This is followed by 1% (2) in the age range of 50-59. 32.5% (65 respondents) or 32.5% had incomes of less than RM900 whereas 25.5% (51 respondents) had incomes RM 900-RM 1999. This was followed by 27% (54 respondents 
Measures
The questionnaire design started with a brief introduction of the research and purpose for conducting this research. The questionnaires were divided into two parts, part A and part B. Part A was the demographic profiles of the respondents, such as gender, age, occupation, race, religion, education level, income level, and etc. by using Likert scale questions. Part B encompassed the questions with five points Likert scale, questioning the respondents about the impact of product information, social role and image, hedonic/pleasure, irritation, personalization, and credibility on consumers' attitude and behavioral intention toward print advertising. The respondents were required to choose one answer from (1) strongly disagree; (2) disagree; (3) neither agree nor disagree (4) agree; (5) strongly agree.
The measurement model for each of the studied constructs was examined based on the results of the reliability, convergent validity and discriminant validity, prior to the testing of the hypothesized model of the current study. According to Hair, Anderson, Tatham and Black (1998) , the composite reliability (CR) estimates the extent to which a set of latent construct indicators share in their measurement of a construct, whilst the average variance extracted (AVE) is the amount of common variance among latent construct indicators. The composite reliability test determines the internal consistency of the measurement model (Karjaluoto et al., 2008) . As shown in Table 4 .2 (i) and (ii), all loadings were higher than 0.5 as suggested by Hair, Black, Babin and Anderson (2010) , the AVE of all studied constructs exceeded 0.5 (Bagozzi et al., 1981) and the composite reliability (CR) were all higher than 0.7 as recommended by Hair et al. (2010) .
Based on Table 1 , the results show that the loadings for all the measurement items of the constructs ranged between 0.720 and 0.936, which exceeded the cut-off value of 0.50. Items I3 and I4 were deleted because their factor loadings were less than the cut-off value of 0.50. Furthermore, the average variance extracted (AVE) for each of the constructs was in the range of 0.640 and 0.854, which exceeded the recommended value of 0.50 (Hair et al., 2010; Fornell & Larcker, 1981) . The composite reliability for all the items ranged between 0.876 and 0.939, which exceeded the recommended value of 0.70 (Hair et al., 2010) . In evaluating the discriminant validity of the model, tests were performed as to whether the square root of AVE for each construct is greater than the correlation with each other construct, which is suggested by Fornell and Larcker (1981) . Table 2 represents the square root of average variance extracted and the correlations between the constructs for print advertising. The square root of AVE was greater than the correlation with any other constructs. With regard to cross loadings, Hair, Ringle and and Sarstedt (2013) suggested that the loadings should be higher than the cross loadings by at least 0.1 to indicate adequate discriminant validity. As shown in Table 3 the loadings of all constructs fulfill this criterion. Overall, the measurement model in this study has been satisfactory with the evidence of adequate reliability, convergent validity and discriminant validity.
Results
Reliability and Validity
Test of Structural Relationships
To estimate the structural model and testing the hypothesized relationships, a sub-sample of 500 was run in the bootstrap procedure in order to generate the path coefficients and t-value results. The results for the structural model relationships and the significance of hypotheses testing were shown in Table 3 . In Table 3 , the results showed that the R2 value of 0.617 suggesting that 61.7% of the variances in attitude can be explained by product information, social role and image, hedonic/pleasure, irritation, and credibility. To be exact, product information (ß = 0.381, t-value = 3.925, p< 0.01), social role and image (ß = -0.133, t-value = 1.838, p< 0.05), hedonic/pleasure (ß = 0.347, t-value = 4.026, p< 0.01), irritation (ß = -0.126, t-value = 2.406, p< 0.01), and credibility (ß = 0.157, t-value = 2.482, p< 0.01) have positive influences on attitude. Thus H1, H2, H3, H4, H6 were supported whereas H5 was not supported. In addition, the R2 value 0.375 suggests that 37.5% of the variances in behavioral intention can be explained by attitude. The results revealed that attitude (ß = 0.613, t-value = 12.27 p< 0.01) has a positive effect on behavioral intention toward print advertising. Thus H7 was supported. 
Mediated Analysis
Preacher and Hayes (2004, 2008 ) method of bootstrapping the indirect effect was used to test the mediation analysis. In Table 4 , the results showed that the bootstrapping analysis revealed that the indirect effect β = 0.234 was significant with a t-value of 3.98 for the relationship between product information and behavioral intention toward print advertising mediated by attitude. The indirect effect 0.234, 95% Boot CI: [LL = 0.125, UL = 0.35] did not include a 0 in between indicating that there was a mediation. Thus, the relationship between product information and behavioral intention toward print advertising mediated by attitude was supported. However, for the relationship between social role and image and behavioral intention toward print advertising mediated by attitude, the indirect effect β = -0.081 was not significant with t-value of 1.804. The indirect effect of -0.081, 95% Boot CI: [LL = -0.18, UL = 0] comprised a 0 in between indicating there was no mediation. Hence, attitude did not affect the relationship between social role and image and behavioral intention toward print advertising. The bootstrapping analysis revealed that the indirect effect β = 0.213 was significant with a t-value of 3.693 at p<0.01 for the relationship between hedonic/pleasure and behavioral intention toward print advertising mediated by attitude. As suggested by Preacher and Hayes (2008) the indirect effect 0.213, 95% Boot CI: [LL = 0.103, UL = 0.33] did not straddle a 0 in between indicating there was mediation. Consequently, we can conclude that the mediation effect was statistically significant. The bootstrapping analysis for the relationship between irritation and behavioral intention toward print advertising mediated by attitude shows that the indirect effect β = -0.077 was significant with a t-value of 2.376. The indirect effect -0.077, 95% Boot CI: [LL =-0.14, UL =-0.02] did not straddle a 0 in between indicating that there was mediation effect on irritation and behavioral intention toward print advertising. In contrast, the bootstrapping analysis for the relationship between personalization and behavioral intention shows that the indirect effect β = 0.07 was not significant with a t-value of 1.578. The indirect effect 0.07, 95% Boot CI: [LL =-0.02, UL =0.16] included a 0 in between indicating that there was no mediation. Finally, the bootstrapping analysis for the relationship between credibility and behavioral intention mediated by attitude shows that the indirect effect β = 0.096 was significant with a t-value of 2.325. The indirect effect 0.096, 95% Boot CI: [LL =0.011, UL =0.18] did not comprise a 0 in between indicating that there was a mediation. Thus, the relationship between credibility and behavioral intention was mediated by attitude. 
Discussion
Further to the analysis made on the relationship between belief factors and consumers' attitude toward print advertising in the previous chapter, five out of six dimensions i.e. product information, social role and image, hedonic/pleasure, irritation, and credibility have positive influences on consumers' attitude toward print advertising whereas the dimension of personalization has no positive influence on consumers' attitude toward print advertising.
Product information. The findings in this study suggest that hypothesis for H1 was accepted, which indicates product information belief factor has positive influence on attitude toward print advertising. It also indicates that consumers do perceive product information as an important determinant which then will influence consumers' attitude toward print advertising. In other words, consumers tend to have positive attitude toward print advertising if they perceive the advertisements have product information that they want, such as price and features. The findings of this study are consistent with previous studies where product information will influence consumers' attitude toward advertising (Ducoffe, 1996; Schlosser et al, 1999) . Furthermore, the study conducted by Bauer and Greyser (1968) and Dutta-Bergman (2006) also indicates that consumers like the advertisements and support the advertisements because of the informative aspect of the advertisements.
Social role and image Hypothesis H2 was accepted. It means there is positive relationship between the social role and image belief factor and consumers' attitude toward print advertising. According to Sangkhawasi and John (2007) , advertising will lead to a materialistic society. Consumers will try to close the discrepancy gap between their ideal image and actual self-image after they have been exposed to the advertisements (Troisi et al., 2007) . Besides, consumers tend to be attracted by advertisements that display social status and consequently, lead them to purchase behavioral intention (Podoshen & Andrzejewski, 2012) . Thus, social role and image belief factor is important in influencing consumers' attitude toward print advertising.
Hedonic/Pleasure The findings in this study suggest that hypothesis H3 was accepted, which indicates there is significant relationship between hedonic/pleasure and consumers' attitude toward print advertising. In other words, hedonic/pleasure has positive influence on consumers' attitude toward print advertising. The findings of this study are consistent with previous studies indicating the positive relationship between hedonic/pleasure and consumers' attitude (Saadeghvaziri & Seyedjavadain, 2011) . Likewise, Katterbach (2002) mentioned that contents of the advertisements that are concise and funny can grab consumers' attention easily. Due to the proliferation of advertising nowadays, advertisements that contain entertainment dimension could grab consumers' attention in an effective way and satisfy their enjoyment and emotional needs. Therefore, in order to form positive emotions toward advertisements, marketers can add entertainment elements inside the advertisements to increase the response rate of the advertisements. Based on the discussion above, hedonic/pleasure is very important to consumers and provide values to consumers. Thus, the findings of this study suggest that hedonic/pleasure belief factor is essential in forming the consumers' attitude toward print advertising. In other words, the higher the consumers' perception of the hedonic factor in the advertisements, the more likely it is that customers will have a favorable attitude toward print advertising.
Irritation Hypothesis H4 was accepted, which explains irritation belief factor has negative influence on consumers' attitude toward print advertising. The results of the study on irritation belief factor are consistent with the previous studies. James and Kover (1992) depicted that irritation has negative relationship on consumers' attitude toward advertisements. Some consumers feel agitated when they are exposed to advertisements, especially during the time they are reading news on printed media, which could lead to the negative attitude of consumers toward the advertisements (Tavor, 2011) . According to Saadeghvaziri et al. (2013) , irritation belief factor in the advertisements might reduce the value of the advertisements, and consequently have a bad influence on the consumers' attitude toward advertisements. Ducoffe (1996) also depicted that advertisements that apply annoy-and-offend techniques on advertisements will cause negative attitude toward advertisements among the consumers. Based on the discussion above, irritation belief factor has to be taken into consideration by the marketers because they have to reduce the irritation element in the advertisements to prevent the consumers from feeling irritated or ignoring the advertisements. Thus, the findings of this study suggest that irritation belief factor has negative influence on attitude toward print advertising. In other words, the higher the irritation belief factor in the print advertisements, the more likely it is that the customers will have negative attitude toward print advertising.
Personalization The findings in this study suggest that hypothesis H5 was rejected. It means there is no positive relationship between the personalization and consumers' attitude toward print advertising. This contradicts the findings of previous studies. Previous studies found that personalization will influence consumers to concentrate and focus more on print advertisements and consequently, they will have more favorable attitude toward advertising (Wang & Wallendorf, 2006) . In this study, personalization is unable to influence consumers' attitude toward print advertising. The possible reason could be that consumers feel that they cannot obtain sufficient information from the advertisements with personalized messages. Some advertisements' messages just targeted a certain group of consumers. Thus, the rest of them have to spend more time to search for more information if they are keen to know more. Thus, personalization has no influence on consumers' attitude toward print advertising. Besides, the consumers might think that other determinants are more important in affecting their attitude toward print advertising.
Credibility The findings in this study suggest that hypothesis H6 was accepted, which indicates there is significant relationship between credibility and consumers' attitude toward print advertising. In other words, credibility has positive influence on consumers' attitude toward print advertising. The findings of this study are consistent with previous studies indicating the positive relationship between credibility and consumers' attitude (Abdul Azeem & Zia ul Haq, 2012) . If consumers have favorable perception toward the organizations, they will be likely to have a positive attitude toward advertising because they will perceive the organizations' products and services positively (Sallam, 2011) . Based on the discussion above, credibility is a very significant determinant to consumers and provides values for them. Thus, the findings of this study suggest that credibility belief factor is essential in forming the consumers' attitude toward print advertising. In other words, the higher the consumers' perception of the credibility factor in the advertisements, the more likely it is that they will have a favorable attitude towards print advertising.
Research Implications
This research provides empirical evidence supporting the relationships between the belief factors i.e. product information, social role and image, hedonic/pleasure, irritation, personalization, and credibility and Malaysian consumers' behavioral intention toward print advertising. The findings of this research should benefit both academicians and practitioners in understanding the role of consumers' attitude in facilitating the belief factors and consumers' behavioral intention toward print advertising. Besides, this research could help the academicians and practitioners to understand the changes in consumers' attitude and preferences and give suggestions to the marketers on the advertisements that could grab Malaysian consumers' attention. Interestingly, this study also proved that Theory of Reasoned Action (TRA) could shape consumers' attitude into behavioral intention towards print advertising. Lastly, this research also has made a significant contribution to the body of knowledge by filling the gaps in consumers' behavioral intention literature. The current study empirically verified that product information, social role and image, hedonic/pleasure, irritation, and credibility play an essential role in shaping and creating customers' attitude and behavioral intention on print advertising. In contrast, this study proved that personalization does not have influence on consumers' attitude and behavioral intention on print advertising. This contradicts the findings of previous studies.
Managerial Implications
The findings of this study provide several managerial implications for marketers, board of directors, and managers of companies. This study provides strong evidence that could help managers to gain a better understanding of consumers' attitude and behavioral intention. Precisely, it is the identification of the significant determinants that reveal consumers' attitude and behavioral intention toward print advertising. Moreover, the identification of the significant determinants that reveal consumers' behavioral intention toward print advertising allows marketing ijms.ccsenet.org International Journal of Marketing Studies Vol. 10, No. 2; managers or marketers to focus on better marketing strategies as well as to formulate better business strategies which are able to achieve the companies' goals.
This study has identified several main areas that need to be focused on more intensely in order to build consumers' behavioral intention. Specifically, these areas are product information, social role and image, hedonic/pleasure, irritation, personalization, and credibility as applied in the past studies conducted by Saadeghvaziri, Dehdashti, Reza, and Askarabad (2013) and David (2006) .
Product information
The finding of this study suggested that in order to form consumers' attitude toward print advertising, the marketers should focus on providing consumers with information that they perceive as important. Informative aspect in the print advertisements could influence consumers' attitude toward advertising and finally lead to their purchase behavioral intention. Besides, marketers should provide advertising-related information such as products' features, prices, and offers that are relevant to the consumers in order to form positive attitude of the consumers toward advertisements. Information that is up-to-date is also important for marketers to form among the consumers a positive attitude toward advertising.
Social role and image
The findings of this study show that social role and image have a significant influence on consumers' attitude toward print advertising. Social role and image will influence consumers to concentrate and focus more on print advertisements. Marketers should focus on print advertisements' elements which could lead to consumers' desires to possess material goods for show-off purposes. Not to forget marketers should also display latest fashions and trends on print advertisements so people who seek social status will have a positive attitude towards print advertisements.
Hedonic/Pleasure It is also suggested that marketers should focus on advertisements' ideas which contain fun and entertaining elements to attract consumers and lead to consumers' favorable attitude toward advertisements. Pleasure element is also a motivation to consumers, and marketers should try their best to create a positive mood among consumers. For instance, create something new or something that consumers have never seen before so that this can lead to their positive attitude towards advertisements. Additionally, marketers can include funny elements into the advertisements to attract the consumers and ultimately form consumers' positive attitude toward advertisements as well.
Irritation If consumers feel irritated, they will just ignore the advertisements. As a consequence, this will lead to consumers' negative attitude toward advertising. As the consumers nowadays have control over some advertisements, they can choose when and where they want to be exposed to the advertisements. They can even decide what contents they want to be exposed to. So it is suggested that marketers expose the advertisements to the right target consumers at the right time and at the right place through the right media. The contents of the advertisements should be put into consideration by the marketers and managers so that the consumers won't feel irritated and hence ignore the advertisements.
Personalization The finding of this study revealed that this has no significant influence on consumers' attitude toward print advertising. Therefore marketers should focus on other elements in the advertisements which could lead to consumers' positive attitude toward print advertisements.
Credibility Marketers and managers of the company should choose the right person to deliver the advertising messages so that it could create credibility and trustworthiness among consumers. For instance choose professionals and experts because consumers tend to believe what the professionals and experts say. Besides, marketers should also build good brand and company reputation. If consumers have a favorable perception of the organizations, they will be likely to have a positive attitude toward advertising because they will perceive the organizations' products and services positively.
Attitude It is suggested that marketers focus on ways to form positive attitudes of consumers toward print advertising. If consumers are interested in the print advertising, they will start to look for more information regarding the products and services, which will ultimately lead to their behavioral intention.
Limitations and Future Research
There were a few limitations in this study. The first limitation was related to the language used in questionnaires.
There was only one language, English, used in the questionnaires. Researcher found difficulty collecting data from the locals who were not English-literate. Besides, the research data were collected from the respondents from some of the states in Malaysia but not all the states in Malaysia i.e. Kelantan, Johor, etc. Since the sample of research was taken from some of the states in Malaysia, it could only reflect the consumers' perception in those particular states instead of all Malaysian consumers. It was possible that the results of the interrelationship among the studied variables and the relative importance of variables were highly affected by the standard of living, lifestyle, education level and cultural factors in those states. Moreover, there were some other potential variables that might lead to the development of consumers' attitude and behavioral intention towards print advertising apart from the variables studied in this study. Besides the product information, social role and image, hedonic/pleasure, irritation, personalization, and credibility dimensions, there may be other potential factors that play a part in the formation of consumers' attitude and behavioral intention towards print advertising.
This study suggests that researchers should conduct the questionnaire survey in different languages to cater for more respondents as well as to deduct the time consumed from having to explain the questions to some of the respondents. Other languages such as Bahasa Malaysia could be used in the questionnaires in order to ensure the respondents truly understand the situation in order to ensure the reliability of answers given. Moreover, this study also recommends that future researchers collect and ensure that the data are from all the states and Federal Territories of Malaysia. Furthermore, researchers could conduct the future studies by collaborating with the companies or marketing agencies so that it could reach more companies' customers because the customers are the ones who buy the companies' products and they understand what they want as consumers. This could enable researchers to achieve the reliability of the respondents where respondents are able to respond truthfully reflecting their real needs.
Last but not least, future research should examine other factors which influence consumers' attitude and behavioral intention towards print advertising such as perceived usefulness, ubiquity, frequency, etc. Further research should explore other important factors that were not included in this study in order to get more findings to help marketers to market their company's products and services to the consumers and increase companies' profits. Researchers could also do some studies on the consumers' attitude and behavioral intention toward other types of advertising rather than print advertising in the Malaysian context.
